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ABSTRAK

Perusahaan bisnis Event Organizer berskala kecil hingga berskala besar menggunakan
komunikasi pemasaran digital dengan memanfaatkan social networking yang biasa
disebut dengan media social sebagai alat untuk menumbuhkan brand awareness.
Strategi ini dipilih karena lebih murah dari komunikasi pemasaran konvensional
lainnya. Maka dari itu, dalam penelitian ini dilakukan pengamatan mengenai
pengelolaan konten dan fitur Instagram dalam upaya menumbuhkan brand awareness
ke tahap brand recognition. Dengan tujuan untuk mengetahui ke lima tahapan dari teori
RACE Digital Marketing Planning Framework yang dikemukakan oleh Smart Insight
dan untuk mengetahui sejauh mana tahapan digital marketing yang dilakukan pada
Instagram Cicip Event dalam upaya menumbuhkan brand awareness. Penelitian ini
merupakan penelitian kualitatif dengan metode deskriptif kualitatif. Sumber data
primer dalam penelitian ini diperoleh melalui pengamatan langsung Instagram Cicip
Event, dan didukung dengan data sekunder melalui wawancara terhadap informan
penelitian. Hasil dari penelitian ini menyatakan bahwa Instagram Cicip Event telah
menerapkan ke lima tahapan dari teori digital marketing tersebut namun belum
maksimal. Cicip Event berhasil menumbuhkan brand awareness ke tahap recognition
dikarenakan sudah berhasil melalui tahapan plan, reach dan act. Posisi brand
awareness Cicip Event saat ini berada di tahap unware of a brand dan meningkat
menjadi tahap brand recognition.

Kata Kunci: Komunikasi Pemasaran Digital, Instagram, Brand Awareness, Event
Organizer.
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ANALYSIS OF DIGITAL MARKETING COMMUNICATION STRATEGIES
CICIP EVENT JAKARTA THROUGH INSTAGRAM TO GROW THE BRAND
AWARENESS

Mega Nur Fadilah

ABSTRACT

Event Organizer business companies in small to large scale use digital marketing
communications by utilizing social networking, commonly referred to as social media
as a tool to grow brand awareness. This strategy was chosen because it was cheaper
than other conventional marketing communications. Therefore, this observation were
made regarding the management of Instagram content and features in an effort to grow
brand awareness into the brand recognition stage. With the aim to find out the five
stages of the theory of the RACE Digital Marketing Planning Framework presented by
Smart Insight and to find out the extent of the stages of digital marketing carried out
on Instagram Cicip Event in an effort to foster brand awareness. This research is a
qualitative research with qualitative descriptive method. Primary data sources in this
observation were obtained through direct observation of Instagram Cicip Event, and
supported by secondary data through interviews with research informants. The results
of this observation state that Instagram Cicip Event has implemented the five stages of
the digital marketing theory but has not been maximized. Cicip Event succeeded in
growing brand awareness to the recognition stage because it had succeeded through
the stages of the plan, reach and act. Cicip Event's brand awareness position is
currently at the unware of a brand stage and has risen to the brand recognition stage.

Keywords: Digital marketing communication, Instagram, Brand Awareness, Event
Organizer.
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